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* Understand how the inYg@aYComponents of QCS influence external
quality of servic

* Determi M t
enc

. e@d practice communication tips for building relationships wit
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arn about and apply the L.I.S.T.E.N conflict resolution pr »
* Find out about your personal style and describe alters d

s of Truth" can create WOW! customer experi-

» Discover tips for handling six types of challenging ¢ IS,

Seminar Descri

This module focuses on the concept tomer Service (QCS) as a way
to strengthen business relationsjgd our internal and external custom-
ers. This module 1ntr0duc’ 1ng three elements of QCS: Effective

Communications , iff cult" Customers, and The Conflict Resolution
Process. Partigj |1 haVe an opportunity to understand how each of these
elements c oth their success and the success of their organization.

An p ced on individual and small-group "hands-on" activities which
apply Y@d remforce the concepts.
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Our Quality Customer Service Philosophy

2

Impacts Every Department in our Organization

The continued growth of our business
depends solely on our ab111ty
successfully develop a 11fet1 ship
with our cust

We must cog put our efforts into
impr é A cellent service we provide.

We have a strong company wide
commitment to do everything in our
power to be responsive to our

customer's needs. l \l

We will continue to lend Qopen ear

to 0% ®omers
Their fg&}wﬂl enable us to maintain
our

0 provide quality customer service
the first time...every time...
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A Company is Known

By the People It Keeps

Quality Customer Service is
identifying and helping the custgt-er
obtain their wants an ws

One might initially think of a company such a@crosoft as being a "technol-
ogy" company, which is true. Ho 1, their best consumer and corporate
customers, who also, by the y, me of their most loyal customers, rec-

ognize that Mlcrosoft 1 e company. This perception underscores the
important role th t ustomer Service plays in the eyes of customers.
Succe entury organizations from many different industries are find-

ing tigit 1 the "value-added" elements of their business which are serving to
"differentiate” them from their competitors. This concept relates to many com-
panies because it is their "product” that permits them to be introduced to their
customers by "knocking" on their doors. However, it is the "value-added"
services and attention to customer's specific needs which allow ir doors to

open wide after the introduction

Once the customer's needs and wants are identifi 1S§r0ugh Quality Cus-
tomer Service that they are met. The cugomer's nds should be satisfied
to the best of an organizations ability EQRout compromising or sacrificing
company policies and procedurdl g W is not always as simple as it sounds.

This training mate ddress techniques for strengthening business re-
hty Customer Service which is offered by Associates

lationships t
at all lev?a artments. Quality Customer Service which differentiates
your orgaization from others and provides a distinct competitive advantage.
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Customer Creed 4

A Customer 1s the most important person
ever to this company.

A Customer is not depq fon us,
we are depgnglent 1im/her.

A Custo \% an interruption of our work,

/she are the purpose of it.
A

¢ are not doing them a favor by serving them,
they are doing us a favor by giving us
the opportunity to do so. 4

A Customer 1s not someone to argu E wits with,
nobody ever won an argument a customer.

A Customer 1s 1:‘:&\ § ho brings us their wants,
it 1s ou a handle those wants effectively
r them and for ourselves.
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Our Customers

[ Our Customers ] ...... deserve to be treated courteously under all
conditions and circumstances.

[ Our Customers ] ...... are people with indj ‘eeds we must be
flexible and ad@ que situations.

Our C nﬁ ...... have the right to expect that our products and
service will meet their needs.

[ Our Customers ] ...... have the right to complain when our services
do not meet their expectat10ns

[ Our Customers ] ...... have the right to ex § curacy and
attention to detall fill orders and

process

[ Our Customers | . ha@ t to expect that we are dedicated
rk as a team.

[ Our C oﬁ ...... have the right to feel appreciated for their

business and not feel that we take their
business for granted.
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